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MARKETING STRATEGY FOR AN EDUCATIONAL PROGRAMME TO
SUPPORT HIGHER EDUCATION APPLICANTS (IDPs)

The conditions of the military conflict in Ukraine have forced many families to
leave their homes and move to other regions of the country, as well as abroad. Among
this group of people, the situation is particularly difficult for applicants, who not only
face the challenges of resettlement, but also face a difficult choice of profession and
educational path. The purpose of our study is to develop a marketing strategy for a
programme of strategic support for displaced higher education applicants. This
programme is aimed at facilitating the process of choosing a profession and providing
opportunities for successful integration into the educational environment and labour
market, developing not only professional skills but also social awareness among
students and preparing them for active participation in solving global problems. We
are going to analyse the needs and challenges faced by displaced applicants, present a
strategic support programme in the context of cooperation with partner universities,
and discuss the expected results and planned activities to achieve the goals.

Poltava State Agrarian University plays an important role as the initiator of this
programme and an innovator in education. Its efforts are aimed at supporting and
developing young people in difficult life circumstances and at shaping the future
strong generation for our country. All of this, in turn, contributes to increasing the
value of the university's brand as a socially responsible and focused on modern
challenges.

As a higher education institution, the PSAU can be attributed to both regional
and national brands of organisations. The necessity and expediency of paying attention
to the branding of higher education institutions in the current conditions of the
educational services market is undeniable and has a number of advantages. The
advantages or benefits offered by the brand to meet a specific need that has developed
in the current reality will provide advantages: functional, social, emotional. This, in
turn, will increase the results of brand use by the consumer [1].

It is impossible not to note that "...in modern times, innovation activity is
becoming more and more horizontal: the market provides ideas, and companies
implement them... Nowadays, the concept of competition is changing from vertical to
horizontal” [2]. Let us look at the details of the marketing strategy for our innovative
educational programme. Here are some key stages:

77



Positioning and branding. We create a clear unique programme proposition
(UPP) that reflects its innovative approach and high quality standards of educational
services. We develop an attractive and professional image of the programme that is
consistent with its mission and goals.

Competitor analysis. We conduct a detailed analysis of the competitive
environment to better understand how the programme can stand out from other similar
Initiatives.

Target audience. We identify our target audience: displaced students seeking
higher education and support in a new environment. We focus our marketing efforts
on this audience, paying attention to their personal and professional needs.

Use of innovative technologies. Consider using modern technologies, such as
artificial intelligence (for data analysis can help create personalised strategies for
attracting applicants. Algorithms can analyse data about each applicant to offer
individually tailored support programmes and recommendations for choosing a future
profession at the PSAU), data analytics (data analytics tools can help us understand
the effectiveness of our marketing strategy and applicant support programmes. They
can analyse data on interaction with applicants to correct weaknesses and increase the
effectiveness of our strategy), virtual reality (innovative technologies can allow
applicants to experience the atmosphere of our university without leaving home. They
can visit virtual campuses, take part in virtual tours and even attend virtual lectures).
All this is aimed at improving the effectiveness of our marketing strategy.

Community support. Create a platform or community where students and partner
universities can share experiences, ideas and support, which will increase interest and
engagement in our programme.

Marketing communications. We use a variety of communication channels, such
as social media, website, blogs, information brochures, press releases, etc. to
disseminate information about the programme. We will organise information events,
webinars and presentations for the target audience, where we will be able to explain
in detail the benefits and opportunities of the programme.

Partnerships and cooperation. Our strategy will be to enter into partnerships and
establish mutually beneficial relationships with universities that have relevant
experience, resources and interests in this area. The expected results of the partnership
will be mutual assistance in programme development and implementation, exchange
of experience and best practices, access to resources and infrastructure, and increased
impact and efficiency through the power of collective action. Partnerships with
universities will also help to increase the reputation and credibility of the programme
among students and academics, which will ensure its sustainable and long-term
success. In other words, we plan to engage partners from other higher education
institutions and organisations to expand our capabilities and support for the
programme. In addition, cooperation with student organisations and professional
associations will help us to increase our presence and credibility in the higher
education sector.

Interaction with the media. It is advisable to develop relationships with
journalists and media representatives to ensure that our programme and its
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achievements are published. We use opportunities to participate in interviews,
webinars and other media events to promote our programme.

Cooperation with government organisations. This section describes our
approach to cooperation with governmental organisations to support and implement
the strategic support programme for higher education applicants. We plan to actively
engage with relevant agencies and governmental entities to obtain support, funding
and resources for the successful implementation of the programme. This cooperation
may include entering into agreements, participating in grant programmes, lobbying
legislative initiatives and other forms of interaction with government agencies. The
expected outcomes of the cooperation will be financial support for the programme,
access to additional resources and opportunities, increased trust and recognition by the
public and academic colleagues, and sustainable and long-lasting success of the
programme. Such cooperation will contribute to the programme's impact and
effectiveness, its consolidation in the society and the achievement of the goal of raising
the level of education and development in Ukraine.

Monitoring and analysis. We constantly monitor the effectiveness of marketing
activities and respond to changes in the needs and requirements of the audience. We
analyse data and reports to continuously improve the strategy and achieve maximum
impact.

This marketing strategy will help to raise awareness and attract attention to our
innovative educational programme among our target audience. Through active
communication, partnerships and cooperation with the media, we will be able to create
a positive image and further increase the trust in our university. This will help to
increase the prestige of our university, its competitiveness and attract highly qualified
students from all over the country. In addition, constant monitoring and analysis will
allow us to adapt our strategies in line with changing market conditions and audience
needs, ensuring the sustainable development and success of our educational
programme in the future.

My multidisciplinary expertise as a linguist, international relations specialist and
university lecturer brings together a variety of competencies and skills. My linguistic
expertise, cultural awareness and experience of working with international partners
will be an important part of the successful implementation of the programme. In
addition to this, my role as a marketer will allow me to effectively promote and
position the programme in the market, attract the attention of the target audience and
maintain interest in this initiative. My combined expertise will ensure that the
linguistic, cultural and marketing aspects of the programme are harmoniously
combined, which is key to its success.

A successful brand of Poltava State Agrarian University will continue to offer a
wide range of advantages over its competitors. These advantages include additional
subsidies and sponsorship, reduced costs for advertising campaigns and PR activities,
high loyalty of potential students, additional barriers for potential competitors, and
guaranteed demand for graduates from employers. Such a brand becomes the basis for
the development and success of an educational institution, ensuring its stable position
in the market and increasing its attractiveness for students, sponsors and employers,
contributing to the growth of economic stability and prosperity of our country.
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OLIIHKA IHHOBALIHUX CTPATETT JUPEPEHIIALIT
HA 3ACAJIAX MAPKETUHI'Y

[TocTiliHMii PO3BUTOK CBITOBOI EKOHOMIKM TMOTpeOye B MiINPUEMCTB
IPUCTOCYBAHHS /10 30BHIITHBOTO CEPEIOBUIIA. ATpapHi MIANPUEMCTBA MOXYTh JOCITTU
IILOTO ITIUISIXOM «IiABUIIEHOI arpeCUBHOCTI» MapKETUHIOBOI JISIIBHOCTI, PO3pOOKY 1
BUPOOHUIITBO  TOBapiB-HOBMHOK, JOTPUMAHHS  JOBTOTPUBAIUX  MapTHEPCHKUX
B3a€EMO3B’SI3KIB, IOCTiiHE BHUBYCHHS IMOTPEO CIOKHUBAYiB, 3HAXO/KEHHS HOBHUX
MapKETUHTOBUX CTPATET1i PO3BUTKY.

ArpapHi MANMPUEMCTBA, SIKI y CBOid MISIBHOCTI BPaXOBYIOTH TOUYKY 30py 1
noTpeOH CIOKHBAYiB CBOET MPOAYKIIT MOKYTh BU3HAYATH IIEPCIIEKTUBHI TOTPeOH 1
OTpUMYBATH OakKaHWH pe3yibTaT B MAaHOyTHHOMY.

[lepeTBOpeHHST y  CBITOBIA €KOHOMII JAalOTh  CLIBCHKOTOCIIOIAPCHKUM
MiANPUEMCTBAM, B TOMY MHCJI TIAMPUEMCTBAM Majoro Oi3HeCy, JaloTh T'PaHIi03HI
MOXJIMBOCTI y CHpoOi TOCICTH HaleXHy HINy Ha PHHKY arpapHux ToBap Ta
MOMaraTUMyTh Y HACTYITHOMY PO3BUTKY. OOIpYyHTYBaHHS BUTIIHUX CTPATET1A PO3BUTKY
CUTBCHKOTOCIIOIAPCHKUX MIAMPUEMCTB 3aBXIU 0a3yeThcss Ha (OPMYBaHHI CKIAJOBHUX
KOMITIEKCY MapkeTuHry. Lle ToBap, 1iHa, MicIie Ta TPOCYBaHHS.

PerenpHO BWBYAIOYM BC1 CKIJIAJIOBI KOMIUIEKCY MAapKETHUHTY MIANPUEMCTBO
MOBUHHO (HOpPMYBATH CBOi BIAMIHHI XapaKTEPUCTUKH, PO3POOISATH 1 BIPOBAIHKYBATH
cTparterii ToBapHoi maudepeHnmianii, miHOBOi audepenmianii, 30yroBoi audepeHmiarmii,
KOMyHiKaiiitHoi qudepentiamnii (puc 1).
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